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Gro. P. Rowe. & Co., PusLasHers, 10 Spruce St., NEw York 


NEW YORK, Apri. 15, 1891. 


In any line of Business 


A Good Buyer is greatly to be desired. 


lo his largest success four things seem essential, 
g g 


Unquestioned Credit, Large Transactions, 


Extensive Experience, Unvarying Reticence. 


rhis is particularly true as to Newspaper Advertising, prices for which 


ire from their nature, necessarily arbitrary and changeable. 
When an agent and a publisher are almost, or altogether unknown to 
each other, the former has to establish his credit and the latter the value of 
his medium. In such a case the advertiser falls between the upper and 
the lower millstone, and though never soairily written, his “money-extorting”’ 


or compelling) advertisement is apt to prove all too literally named. 


We have long been recognized 
as large buyers of advertising 
space—never so large as now. 


idany years of the widest buy- 
ing have given newspapers 
everywhere an intimate ac- 
quaintance with us. 

We have never made the de- 


Twenty-two years’ experience 
inthis special line has given 
us a wide knowledge of news- 
paper values. 


tails of our purchases the sub 
ject of expert newspaper arti- 
cles, nor used the prices so 
obtained in the preparation of 
professional estimates. 


ir advantages and experience are at the disposal of presen 


and prospective customers. 


Correspondence invited. 


N. W. AYER & SON, 
NEWSPAPER ADVERTISING AGENTS, 
PHILADELPHIA. 

















PRINTERS’ INK. 


Have you faith enough 
In your ability 


To believe that you can induce people 


to buy your goods if you can each [OSIRIS 
1400 LOCALPAPERS 
. . NEW ENGLAND MIDDLE 
of the reading population of the — Wisin) 


week obtain the attention of one-sixth 


United States outside of large cities ? 


Have you faith enough 


In your goods 


To believe that if you can get people COAST LISTS 
1400 LOCALPAPERS 
NEW ENGLAND MIDDLE 
will secure permanent customers ? AND SOUTHERN 


If so. 


We can put you in the way of increasing your business. 


to try them, the merit of the goods 


Write for further information and a catalogue. 


ATLANTIC Coast LISTS, 


134 LEONARD ST., NEW YORK CITY. 


I consider the ATLANTIC COAST LISTS an 
excellent medium for the advertiser. In my own 
experience the returns from this seurce have 
exceeded my anticipations. ) 

JOSEPH H. HUNTER, Pensions and Patents. 
WasuHtneTon, D. C., Dec. 6, "90. 
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SPECIAL AGENCY SYSTEM. 


By A. H. Siegfried. 


Acceptance by me of your invitation 


ypen 
V 


rt 


s 


a discussion of the special 
ystem necessarily involves a 


issing of the interests and opinions 


many newspaper and _ personal 
id 


s 


If 


Yet, distinctly, measures and 


xis, and not men, are within my 


I shall seem to be striking at 


ial persons and publications, the 


y 


will rest upon the fact of their 


ling within range, and not upon 
of the adjustment of range so as 
t them, 

the original purpose and methods 


5 


neral advertising agencies had 
erpetuated there would be small 
of 


ral 


I 


the special agents. It is 


within evidence that the first 


A: 


agents were the direct and 
d representatives of the 
lheir methods of solicitation 


ery feature of the system under 
they conducted their business 
d that they were, and were con- 


I 


7 


y 


he servants of the papers and 
the advertisers. Gradually, 
and necessarily they became 


isters of advertisers, and news- 


I 


ecame merely secondary ob- 


as the means through which 


obligations entered into with 
rs. By that natural evolution 


made the agent the adviser, 
rand helper of the advertiser 
aration of copy, selection of 


ind paring, ‘‘ bearing” and 

rates, the newspaper ceased 
e authorizing and supporting 
the agent, and the advertiser 
is he is now universally called 
idered, the client or customer 


gency. So true is this that I 


from alone in believing that 
mpensation should come, and 
remote future will come, from 


ents and customers. Nor does 


{ proceed from any minimiz- 
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ing idea of the real value of the general 
agent to the newspaper. 

rhis evolution of agency purpose 
and system gave opportunity for the 
special agent—opportunity first seen 
by the three men of prescience and 
ability who quickly followed each 
other in opening, in New York, syndi- 
cated special agencies for four and five 
papers each, representing Chicago, St. 
Louis, Cincinnati, Louisville, Cleve- 
land and Indianapolis. ‘The publish- 
ers represented rightly felt that the 
business of their papers would be con- 
served and enlarged by special repre- 
sentation at the center of the space 
market. Inevitably, by the law of 
competition and imitation, the general 
trend has been strongly toward special 
work by and for individual papers, 
until now few publishers feel that life 
is entirely worth living unless they 
have special agents in New York. 

Existing and prospective conditions 
make special work and representation 
desirable to some and necessary to 
many papers published at points re- 
mote from this city. These conditions 
inhere in the current general agency 
system, in geography, in convenience, 
in business-like competition and in 
unbusiness -like throat-cutting, and 
they are so obvious as to need no 
specialization. Rightly purposed and 
conducted, special representation is 
advantageous alike to publisher, ad- 
vertiser and general agent; wrongly 
purposed and conducted, it is advan- 
tageous only to the special agent, and 
even to him the end of advantage 
is surely coming—to some observers 
already discernible. The current and 
coming evolution is, will be and ought 
to be in the special agency system 
itself. 

Indubitably, there are valid objec- 
tions to this system as it now generally 
prevails. Several years ago it was 
felt by certain general agents who 
cannot be accused of littleness or un- 
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due selfishness that the special agent primarily, of economy and convenienc: 
was, if not a hurt, at least an irritation The secondary and greatly important 
to the general agency; and it is an reason for this would seem to be an a 
open secret that conferences were held, raignment of the common honesty o/ 
the inner desire of which was to regu- the average special agent—which is e» 
late, if not suppress, the special agent, actly not my point—for the averay: 
as to some of his doings and character- special agent is as honest as the aver 
istics. In this connection (let me be age publisher, general agent or adve: 
frank, without intentional offense), in tiser. And yet the handing over « 
my judgment, and in that of many collections to an intermediate party, 
others, no one thing has done more who should have no duty beyond stin 
to confuse and obscure the right re- ulation of and administration over busi- 
lations between general and special ness increment, is a shut-your-eyes-an: 
agents than the offer of PRINTERS’ INK open-your-mouth policy unworthy 
to allow special agents an agency com- place in business procedure, and on 
mission upon the price of their own which in many cases covers that great 
advertising in that publication. Asto gulf between the large price which th: 
the purpose of it, I canhave no possible advertiser pays and the small amount 
concern. ‘To not a man of the special which the publisher receives. Not that 
agents who received the commission do such is true inthe large, but as showing 
I begrudge it. Toward no one, on and illustrating possibilities, a ma: 
either side of the transaction, do I well known asof experience with special 
have other than kindliest feeling. I agencies, and of carefulness as to hi 
criticise it simply as a matter of busi- expressions, has given as his reason for 
ness policy in relation to the agency severance of a business connection, t! 
system as a whole. No party to any he dare not remain, lest he should land 
advertising transaction has any right to in the penitentiary. 
commission, except the legitimate gen- | The handling of general business 
eral advertising agent. special agents is entirely indefensi 
To the thinking of those general It is open and illegitimate interferenc: 
agents then, and to that of many news- with general agents ; it is, so far as 
paper men now, it is difficult to defend goes, subtraction of thought and \ 
a system which endows a special mid- from him or them who have a rig! 
dleman with exclusive powers as to the special agent’s entirety of servic: 
transmission of orders, with arbitrary the special agent cannot, in the nat 
manipulation of prices and with direct of the case, be that impartial judg: 
and ultimate control of accounts and media which he must be if he wo 
collections. Newspapers which hand rightly do the work of a general agen! 
themselves over to this conduct of busi- any dabbling in general agency \ 
ness sin against correct methods, con- is foreign to the duty and office of t 
sidered in the large, and against the special agent, and yet in some cast 
rights and interests of all the parties to this dabbling is a current blemish 
the advertising business, while, inmany the special agency system. 
cases, they dig deep pits for themselves. The tendency among the speci: 
It is a travesty on sound business ethics is toward lists of papers so large as t 
for a paper to demand, or allow its preclude possibility of due servi: 
representative to demand, thatallorders the papers themselves. As a gene! 
shall be sent through that representa- proposition it is reasonable to say | 
tive. ‘To argue for this statement is a man who aims to benefit ind 
to waste demonstration on a truism. papers, as their direct represent 
Rightly and primarily, there should be cannot do justice to more thar 
no manipulation of prices anywhere or four to six publications, and t! 
by anybody, but, under the same con- spreads himself out very thinly, sa 
ditions, invariable prices to all ; yet, if to his own income, when he att 
there is to be variableness, why increase to do sfecta/ work for a list of fron 
the multiform and miserable frictions to two score. This is evolution 
inherent therein by delegating arbitrary ward. ; 
and often irresponsible powers to one In enough cases to make t! 
who has little of genuine or generic in- pertinent, the circulation liar fi 
terest in stability of prices or consist- help and refuge in the special 
ency of conduct? Accounts ard col- Both wish to make the most: 
lections should be controlled in and output. The former tells a st 
made by the home office, asa matter, the latter which he wishes told to 


++ 


wh 
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advertiser, but for which he does not 
vant to be held directly responsible. 
lhe latter repeats the story he wants to 
be able to tell (sometimes with ampli- 
fication), but for which he does not hold 
himself responsible. The result at 
times is a misrepresentation not only 
onfounding, but inartistic and in- 
oherent. For example, and as 2 

atter of specific record, a publisher, 

one recent interview at home, named 
as his average 27,000, and in another 
25,000 ; his special agent, between the 
lates of these two interviews, offered 

guarantee 63,000 ; the actual average 
during the whole time has hovered 
close around 14,000, 

But I have already exceeded my 
space. I have merely hinted at and 
ndicated objections to the present 
special agency system. Argument and 
amplification might be indefinitely ex- 
tended. There is place and need for 
special work, but the best and, as I 
think, the coming form of it is em- 
odied in a simple and unequivocal 
branch office—a mere extension of the 
publisher's personality—one man for 

paper, with an ample, specific and 
n-contingent compensation, and with 
thing to do, or to be responsible 

, or to be complicated with, save 

est stimulation of and administra- 
tion over the ingathering of business, 

ng no lines which shall disturb the 
t relations and workings of pub- 
ers, advertisers and general agents ; 
the possible extension of this idea 
| method to three or four papers in 
hands of one man. Such work 
help paper, advertiser and agent 
Considered in the large, and 
e long time, no other system is 
y to be of general and permanent 
selulness, 
stints 

lie Southern newspapers have in- 
creased their advertising rates very little, 

iny, within the last ten years, not- 

hstanding the great increase in their 
Newspapers which a few years 
earned a fair profit are now barely 
to pay their expenses. A great 

y newspapers have changed hands 
g the last few years, and this fact 
suthcient evidence that their expenses 
greater than their receipts. The 

le in Southern cities who must have 
spapers that are fully up to the 
lard of the newspapers published 

Northern cities of the same class 

be willing to pay more for their 
advertising.— Savannah (Ga.) News. 


STRAY SHOTS 
‘By Arlemas Ward 


‘* 1 dreamed a dream, which was not 
alla dream.”” In the silent watches of 
the night, when the work of the day 
was done and the social pleasures of 
the evening past, and the family had 
retired to rest, I sat down to commune 
with the phonograph. The foot on the 
treadle worked automatically, so that it 
kept up a motion after the head nodded 
in sleep. When I awoke I found that 
spirits twain had been with me, and 
that the phonograph had accurately re- 
corded their conversation, 

* * 

I had struck the key-note myself. 
** What is Fame?” I had asked. As I 
groped in my tired brain for a proper 
answer, my mind reverted to boyhood’s 
days and the beautiful line : 

Mobilitate viget, et vires acquirit eundo. 

Murmuring ‘‘ Where is my Virgil,” 
and little thinking that my words had 
summoned up his shade, I fell asleep. 
But it was even so, and he came not 
alone, for Horace came with him, 
joined now in a fellowship of eternal 
song. 

* * % oe * 

** Tle sleeps, poor time-server, while 
we are free—thus we, Horatius, labored 
here, burning the midnight oil.” 

‘* Not so, Publius; I never wrote a 
line in labor, and, by Bacchus! I never 
nodded at night, e’en over the wine, 
til the god of day announced that 
pleasure was at an end, and that the 
toiling world would return to its labors. 
But why turned you so quickly aside 
from our course towards Central Park, 
where we intended again to smile at 
the statues of these modern days?” 

**T heard him say, ‘ What is Fame?’ 
and immediately thereafter add,‘ Where 
is my Virgil?’” 

**Ah, Publius! we two know what 
Fame was—but what is Fame to-day? 
Forsocth I read in Printers’ INK 
(Jupiter's copy—the gods are on the 
list) a statement that owing to the wide 
publicity which the press has given to 
his previous productions, that modern 
songster, Tennyson, has secured a 
plump sestertium per word for twelve 
lines of verse! ‘ Mehercle, had such 
luck been mine, I would have drunk 
Falernian wine, ‘til mellowed by its 
force benign, I might have served the 
muse’s nine, with sweeter song and 
loftier line.’ ” 


<-wabmaothentrligandtesarnencs tthe taninaaieaicaaiatee ener eens 
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“*’Tis true, Iloratius, the sought-for 
Fame came to those of our generation 
a few hundred years too late to enjoy it 
fully. These moderns have a system 
which they call advertising, which 
brings their wares to a quick market. 
What is this machine at which he works 
so patiently, although he sleeps?” 

“*’Tis a musical instrument. | 
chanced to hear one yesterday discourse 
sweet music. His is out of joint. It 
makes no sound !” 

‘Twas told in many a form how 
advertising pays, in this same journal 
that I read at Jupiter’s. This science 
has its own rewards although its songs 
are metallic—the sound of money ever 
made me sick—I and my creditors 
seemed always scant of it.” 

‘*What they call ‘advertising suc- 
cess’ might have spoiled your song by 
that same metallic touch. There is 
one, Eugene Field, who has lately 
translated into the barbarous Saxon 
tongue, your ode to Maecenas: 

Dear noble friends, a virgin cask 
Of wine solicits your attention ; 
And roses fair to deck your hair, 

And things too numerous to mention, 
“Thus it runs, and had you secured 
half as much for the original as this 
dabster did from the Chicago Daily 
News for his translation, your friends 
might have feasted royally.” 

‘** Fools! Here is something rich ; 
ha, ha! Little tin gods on wheels, let's 
go into the business at once!” 

Horace had evidently picked up 
Printers’ INK and read George R. 
Kennedy's glowing tribute to the ideal 
advertising man, an ideal which none 
but an immortal could fill, I awoke, 
but they had vanished. 

* * x oa * 

Sleeping I had been in classic com- 
pany. Waking I realized that I was in 
the old workshop. ‘The comparison of 
times continued to occupy my mind. 
Was not their work and Shakespeare’s 
and much of that of the ancients, from 
Homer down to the Hoe press, better 
because less forced and stimulated 
by untimely and excessive publicity ? 
Quality, not quantity, is what tells in 
the world of letters, and many a mod- 
ern newspaper man loses his real suc- 
cess because he turns out too much 
“stuff” in response to a popular de- 
mand. So I ended by envying my 
ancient visitors as much as they envied 
the moderns, 

* + * x * 


Can ‘‘ Stray Shots” always hit the 
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mark? Nonsense! ‘Talked into a 
phonograph at random— glanced at 
while countless visitors press the claims 
of their respective publications, they 
are often wide of the mark, and faulty 
in construction. 

Look on this picture : 

A furrier once advertised: ‘‘ Capes, victor- 
ines, ctc., made up for ladies out of their own 
skins.’ 

And on this: 

The farmer of to-day is a greenhorn who 
does not know which are the best manures for 
each particular crop. 

I thank the critic who pointed out the 
contortion. ‘Tis a good lesson and a 
mild criticism. An inflection of the 
voice would have made it read aright ! 
Better have had the ‘* greenhorn "’ at the 
end! 

* x * 

“Inquirer” asked what I did when 
low offers were sent to me in my sa- 
polio connection. It would be idle to 
claim infallibility—sometimes the low 
rate may be realized ; more frequently 
it turns out to be low only in the opin- 
ion of the publisher, but I use a simple 
and prompt method of comparison 
which I do not care to make public. 
Some day when my ‘‘ Complete Guide 
to the Art and Mystery of Advertising " 
appears I may tell that and other valu- 
able points at—say $5 per copy. 

* & ea * * 


Catchy phrases are the rage of the 
day with ‘‘advertising writers.” It 
began with ‘‘ We press the button,” 
and you know the rest. But it has 
reached a climax. Out in Candelaria, 
Nevada, an undertaker has put out a 
sign, ‘‘ You kick the bucket. We do 
the rest.” 


_ al 

THE country is full of men who 
want to explain to the business men 
how they can best place an advertise- 
ment where it will do the most good, 
but there is not among the crowd any 
one fellow who fools the victim better 
than the one who explains to the atten- 
tive business man that his scheme con- 
sists of publishing a brief biography of 
the life and business of the business 
man, Itis only after the sketch has 
tickled the vanity of the sketched indi- 
vidual and he goes down into his pocket 
for the five, ten or twenty dollars that 
he realizes that he is the victim. Ad- 
vertising is where a man who has some- 
thing to sell, in some manner reaches 
the ple who are likely to purchase. 
Williamsport (Pa.) Republican, 
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THE A-D-V. 


There are three little letters 
That are used on every day ; 
In every publication, 
With undisputed sway. 
They are so very modest 
Ne’er prominent they'll be, 
But 'way down in a corner 
Lurks the a-d-v. 


You read about a shipwreck, 

A hundred people drowned ; 
The wreckage of the noble ship 
For miles is strewn around. 
Your heart then swells in pity, 

For those upon the sea, 
Until you read on further, 
To the a-d-v. 


Or perhaps upon a railroad, 
You'll read of a big smash ; 
And many people injured 
In the overwhelming crash. 
You wonder if some relative 
Upon the train could be. 
Then you kick yourself, because 
You see the a-d-v. 


And then a tale of sorrow, 
Of sickness and of pain ; 
Of how John Smith, of Bungtown, 
Could not get well again. 
He lost all hope of living ; 
At death’s door then was he 
Until he took a bottle of - 
Oh, hang that a-d-v / 


Sometimes they try to hide it, 
And little stars 4*, they use ; 

While others sign ** fx.” to it 
To make it seem like news. 

No matter what they put there, 
It’s plain enough to see 

It is the same old chestnut 
Vhat little a-d-v, 


And so you find it daily ; 
In everytaing it lurks ; 
Tis seen in every paper, 
And ne'er its duty shirks. 
To tell the truth, dear reader, 
And we laugh aloud with glee, 
This poetry's not paid for, 
It’s an a-d-v, 
E, D. Gress, 
— 
THE *“‘SWORN CIRCULATION ” 
MATTER. 


By W. A, Lewis. 


The paper upon ‘‘ A Sworn Circula- 
tion,” which appeared in the issue of 
PRINTERS’ INK under date of the rst 
inst., and over the signature of Mr. 
Frank B. Marlow, rubs up against my 
experience in a very feverish manner. 
The gentleman is, manifestly, a volun- 
tary—though not a logical—champion 
of a class of publishers who personify 
a most inconsistent injury to their 
dignity when asked to tell the truth 
about the matter of the circulation their 
papers have. I am looking at this 
matter from the standpoint of an ad- 
vertiser, My position brings me daily 


507 


in contact with publishers of both daily 
and weekly papers. As the advertiser 
for the largest retail house in the 
South, I regard the circulation of a 
newspaper as a quality of merchandise 
that I am buying. As contractor for 
advertising space, I am in the same 
position as one of the buyers of the 
house. 

A good buyer is not supposed to rely 
upon the statements (sworn or other- 
wise) of the maker or owner of the 
goods he is buying. He is supposed 
to know what they are and what they 
are worth himself. How many adver- 
tisers are able to know this? How are 
we to find this out ? 

The custom of the general news- 
paper agent in not exacting oath nor 
affidavit is neither valuable as criterion 
or precedent. For any one who has 
had any experience with newspapers 
knows that they are the disciples of the 
sliding scale system of doing business. 
The newspapers in this country that 
adhere to an ironclad scale of rates 
may be counted on the fingers of your 
two hands. And whether their pub- 
lishers make affidavits, because the as- 
sociations of the profession demand it 
(as we use disinfectants to avert con- 
tamination in times of pestilence), or 
because they simply “‘like to swear,” 
as Mr. Marlow remarks, your common 
sense is able to judge. 

For some reason, which the reflec- 
tion of Mr. Marlow seems to have 
floated over, the universal code of jus- 
tice, law, right and ¢ru¢‘h has deemed 
it necessary for mortal man to back up 
his assertions with an oath. The stan- 
dard of reliability in courts of law rests 
upon the foundation of an oath. And 
in all matters of any consequence in 
life man’s estimate of his fellow has 
never warranted the abolishment of the 
oath, nor, as Mr. Marlow appears to 
think, to utilize it merely as a toy for 
capricious amusement. 

My experience of some fifteen years 
is that the publisher who declines to 
make oath to his paper's circulation is 
a thoroughly unreliable business man. 
If he bases his declination upon its 
needlessness he is a coward, And if 
he positively refuses to make oath to 
the statements he makes to me con- 
cerning his publication, when I insist 
that he do so, then I put him down for 
a swindler, and tell him so. 

A notary public is nothing more than 
a witness that a man has said so-and- 
so, The law makes him such a wit- 
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ness. To me the witness is nothing ; 
it is the oath, of which an honest man 
is never afraid. It is no argument, to 
be sure, but I have noticed that those 
publishers who would not make oath 
to their circulation have no basis of 
charge for the advertising space in 
their papers. What you pay such pa- 
pers depends entirely on how smart you 
are, And what they tell you concern- 
ing the circulation they have may be 
gauged by how much smarter they are 
than you, or how much gullibility you 
are troubled with. 

To deprecate the value of an oath is 
to insult that which is sacred in life. 
And to denominate an affidavit as ‘‘a 
matter of taste and feeling ”’ is making 
light of that integrity which is indis- 
pensable in the composition of good 
citizenship, to the prosecution of upright 
business relations, and which is the 
germ of every honest thought and action. 

+o i 
THE CLASS OF READERS AD- 
DRESSED. 
By Thomas Warwick. 


Those who use electrotyped adver- 
tisements, or those who furnish agents 
with one copy of an advertisement to 


go into a hundred different papers, en- 
tirely overlook one important principle 
in advertising, namely, that an adver- 
tisement should be specially designed 
to suit the tastes of the readers of the 


paper in which it appears. It matters 
not that the article you offer be the 
same, it should not be presented to the 
readers of different classes of papers in 
the same manner. 

For example, let us suppose that I 
am advertising shoes in five different 
publications, say, Harper's Magazine, 
Bazar, Weekly and Young People, and 
in PRINTERS’ INK. 

Were I writing for these publications 
I should never imagine I could write 
one story that would be equally suited 
for all of them. The same holds true 
of advertisements, 

A good advertisement should be 
suited to the medium in which it ap- 

ars. It is only-the ordinary advertis- 
ing card, of little value, that can be put 
indiscriminately in religious and secu- 
lar, Democratic and Republican pa- 
pers, magazines for children and 
adults. And it is tne ordinary that 
the advertiser should shun, above all 
things. 

But to return to our supposition. 
Harper's Magazine is read by the edu- 
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cated classes, and a few short, pithy 
sentences in regard to the manufacture 
of shoes would accordingly not be out 
of place. But after the readers hay« 
finished their magazine they turn over 
the advertising pages listlessly, and it 
is well, therefore, to have some display 
that will attract their attention, and at 
the same time afford them a little re- 
laxation, Thus, a rough caricature of 
a large man trying to stand up ina 
pair of small ladies’ shoes, with the 
motto: 

STAND IN YOUR OWN SHOES, 
Anpv Buy Tuose SHogs at Joun Biank’s, 
would form an effective introduction to 

the advertisement. 

Harper's Weekly is read principally 
by pater familias, and as his eye is al- 
ways open to possible economies in the 
home department, the following adver- 
tisement would be apt to tempt him : 

YOU CAN SAVE $50.00 
ON SHOES ALONE EVERY YEAR. 

If you have a wife and eight children you 
can save $5 a year each on your shoes, or $5 
in all, and Se always well shod, by buying of 

JOHN BLANK. 

Harper's Bazar is especially the 
treasure-house of the young ladies, and 
to catch their eye few things would be 
better suited than an inscription similar 
to the following : 

ENGAGED. 

“Yes,” she said, smiling sweetly, ‘‘ I am 
engaged. And do you know, Jack says the 
wee thing he fell in love with were my pretty 
eet. 

Young ladies, are you aware that an ugly 
or poorly made shoe will make the most 
beautiful foot appear homely? Then buy 
your shoes of Joun Biank, who makes a 
specialty of ladies’ shoes, finely finished, and 
made of flexible leather that will adapt itself 
to the natural shape of the foot and add to its 
beauty. 

In Harpers Young People, the 
question arises as to whose eye you are 
seeking to attract, whether that of the 
child himself or that of his mother. It 
would, perhaps, be more advantageous 
in this case to appeal to the child him- 
self, and consequently the advertise- 
ment would read something like this : 

DO YOUR SHOES HURT YOU? 

If so, ask your mother to buy you Jorn 
Biank's shoes, ‘These are very stylish, and 
never hurt. 

We come now to PRINTERS’ INK, 
and our advertisement here, being de- 
signed to attract the attention of adver- 
tisers, would perhaps read like this: 

THE BEST ADVERTISEMENT 
is a good article, and consequently we adver- 
tise our shoes by making them superior to any 
others on the market, feeling convinced that 
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such an advertisement must pay in the long 
run, JoHNn BLANK. 

It is obvious that any of the above- 
mentioned advertisements could be used 
in all of the five publications men- 
tioned, and would bring some results. 
But the art of advertising consists in 
increasing these returns, and while it 
takes time and money to produce a 
separate advertisement suited for each 
medium used in this age of competi- 
tion, ‘‘ it pays” to advertise well. 

>. 


“DIRECT AIM.” 
By Laura A. Chani 


I believe in newspaper advertising as the 
natural, most effective, most prompt and 
economical mode of reaching the great public. 
Especially in cities, human and modern curi- 
osity leads to wide reading of daily and weekly 
newspapers, The Government has aided the 
publishers to such an extent that their mails 
are carried at one cent per pound, and that 
carries your advertisement all the cheaper. 
Modern invention has worked harder to per- 
fect the outputting of the daily paper than to 
accomplish almust any other work of life. In 
the home, the first one out of bed takesa pull 
atthe paper. The kitchen gets it first, the 
early-rising child next, but the remorseless 
father (indulgent in other things) takesit away 
as soon as he arrives on the scene of action, 
As soon as he is done the wife captures it, and 
in countless cases a claim of priority of age 
decides its reading among the children. The 
bold advertisement is sure to be seen; even 
the little “* want’’ is read by thousands, * * * 
| believe in all good mediums for gaining pub- 
lic attention, if they are used in judgment ; 
but the foundation of my belief is laid in the 
columns of the plain newspapers.—A rf: mas 
Ward, in Printers’ Inx, March 11. 
to palliate the ‘* Stray 
Shots” projected from the versatile 
pen of Mr. Artemas Ward, I would say 
that he &7d/s at long range, without even 
making a hit, a number of worthy pub- 
lications as valuable, or even more so, 
than some newspapers. Ina negative 
vay he injures the advertising business 
of the magazine. 

Magazines as well as newspapers de- 
pend upon the advertising patronage 
for revenue. No one publication could 
financially without a good 
advertising patronage. Now when 
PRINTERS’ INK circulates widely among 
advertisers, and is intended to be a 
text-book of instruction for advertisers ; 
and when it is read evidently by those 
who advertise the most, and when a 
man in Mr. Ward's position, who is 
presumed to know all that one man can 
know about the difficult subject of ad- 
vertising, announces that the founda- 
tion of his belief is laid in the columns 
of the plain newspapers, and leads one 
to believe, by the absence of anything 
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Intending 
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to the contrary, that the superstructure 
also of his faith reposes still in the 
plain newspaper, where is the hope of 
continued *‘ long life and prosperity ’ 
to any publication that does not happen 
to be a plain newspaper ? 

Can it be that Mr. Ward has under- 
taken a silent warfare against all pub- 
lications that are not plain newspapers ? 
Iias Mr. Ward ever made an unfortu- 
nate venture outside the verdant fields 
of plain papers? Has he ever strayed 
into the rich and fertile plains of the 
magazine demesne and lost heavily, or 
has he ever found himself ‘‘ lost, stray- 
ed or stolen” in an attempt to master 
the art of magazine advertising? If so, 
then I can understand why he pur- 
posely refrains from mentioning the 
attractive magazine, while lauding the 
plain newspaper, and commending to 
the attention of his readers almost all 
other forms of advertising. 

He writes of advertising by bill- 
posting, street cars, cards, bulletins, 
sign painting, the grand boulder meth- 
od, pamphlets, lithographs and en- 
ameled iron signs, but not a word re- 
garding the magazine as a profitable 
and valuable medium for advertisers to 
use. This omission means death and 
destruction to the great number of 
magazine publishers throughout the 
country. For is it not true that the 
mass of advertisers who read PRINTERS’ 
INK in order to be instructed in the art 
of advertising, having caught these 
stray shots in their mind’s eye—and 
being thoroughly instructed thereby— 
will start in at once to cancel all con- 
tracts made with the publishers of 
magazines? Where, then, will the 
magazines be? What will the thou- 
sands and hundreds of thousands of 
girls and women do who read their 
magazines, as the ‘‘ remorseless father” 
reads his morning paper—‘‘for the 
latest news” only? What will they 
have to look at in the depleted maga- 
zine pages, when all the gorgeous ad- 
vertising illustrations have been taken 
out by the zstructed advertisers ? 

How shorn and poor and pale and 
thin the magazines will look without 
the full-page advertisements of Pears’ 
Soap, Pearline, Sapolio, Ayers’ Sarsa- 
parilla, the baby faces in Cuticura ad- 
vertisements and in Mellin’s Food ad- 
vertisements, and how long will it be 
before the advertisers who follow Mr. 
Ward's instructions find themselves 
where the magazines have gone to in 
the meantime ? 
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Not being a woman, it may be that 
Mr. Ward does not know that women, 
as a rule, care little for the newspaper. 
So accurate an authority as Frances 
Willard has put herself on record re- 
garding the fact of women’s little use 
for newspapers. She has taken pains 
to give her sisters a dig on the subject, 
by showing her indignation at the 
newsboys who rush through a train full 
of women, as though they considered 
it not worth while to spend their valu- 
able time crying their papers for sale 
among alot of women. Miss Willard 
reads newspapers, and buys them in 
quantities. But I doubt if Miss Wil- 
lard reads the advertisements in the 
papers she buys, and especially the 
small ones—the few lines of advertising 
lost among the vast amount of adver- 
tising that the ¢#structed advertisers 
crowd into the narrow columns of the 
dailies. Will not some one of the 
great and shining lights among the 
$10,000 a year advertising managers 
say something in PRINTERS’ INK about 
their experiences in magazines? If 
they will do this it would be a mere 
matter of justice to a long-suffering 
class of hard-working individuals, such 
as Mr. Wm. H. K. Curtis, for instance, 
or Mr. Brodix, or the publisher of the 
Delineator, or of the Century, of Har- 
per's, or the Home-Maker, and several 
others. 


+ 


NEWSPAPER STATISTICS. 


The statistics which have been gath- 
ered for the 1891 edition of the Ameri- 
can Newspaper Directory show a re- 


markable- increase in the number of 
newspapers published. According to 
this standard authority there are now 
19,373 publications of different classes 
in the United States and Canada—a 
net gain of 1,613 over last year’s 
record. At no time since the publica- 
tion of the book was begun has the 
increase been so large. Last year it 
was only 653, and the figures for the 
present year even exceed those of 
1884, when the net increase was 
1,500. 

As regards geographical distribution, 
New York State still holds the lead, 
now having 1,958 papers as against 
1,778 for last year. Illinois, Pennsyl- 
vania and Ohio follow in the order 
named. The fifth and sixth places are 
now held by Iowa and Missouri, whose 
gain in new newspapers has been large 
enough to put them ahead of the Do- 
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minion of Canada and Kansas, who 
held these positions last year. The 
end of the list is brought up by Alaska, 
with only three publications. 

The following is a complete list of 
all the papers which the Directory rates 
at over 100,000 circulation ; 


New Haven, Conn., Household Pilot. 
Washington, D. C,, National Tribune. 
Home Magazine. 
Constitution (Weekly). 
Inter Ocean (Weekly). 
News (Daily). 

Saturday Blade. 

World Wide Missions. 

Vickery's Fireside Visitor 

Comfort. 

Daughters of America. 

Golden Moments. 

Sunshine. 

Practical Housekeeper 
and dies’ Fireside 
Companion. 

Globe (Daily). 

Globe (Sunday). 

Herald (Daily). 

Herald (Sunday). 

Yankee Blade. 

Youth’s Companion. 

Lynn, Mass., Home Cheer. 

Springfield, Mass., Farm and Home. 

Detroit, Mich., Free Press (Weekly). 

Minneapolis, Minn., Housekeeper. 

St. Louis, Mo., Hustler. 

Elmira, N. Vos Telegram. 

New York, N. Y., Morning Journal (Daily). 

News (Daily). 

Sun (Daily). 

Sun (Sunday). 

World (Morning). 

World (Evening). 

World (Sunday). 

World (Weekly). 

Catholic News. 

Family Story Paper. 

Fireside Companion. 

National Police Gazette. 

Sunday Mercury. 

Once a Week. 

Puck. 

Voice. 

Weekly. 

American Agriculturist. 

Century Magazine. 

Delineator. 

Harper’s New Magazine. 

Housewife. 

Ladies’ World, 

Metropolitan. 

People’s Home Journal. 


Atlanta, Ga., 
Chicago, Ill., 


Augusta, Me., 


Portland, Me., 


Boston, Mass., 


Sunday School Journal. 

American Rural Home. 

Saturday Globe. 

Farm and Fireside. 
dies’ Home C 


Rochester, N. Y., 
Utica, * 
Springfield, O., 


nion. 

Blade (Weekly). 
Telegram. 

Evening Item (Daily). 
Item (Sunday). 
Record Daily). 


Golden Days. 
Night. 


Saturday 
Sunday School Times. 
Farm Journai. 

Ladies’ Home Journal. 
Lippincott’s Magazine. 
unyon's Magazine. 
Advanced Quarterly. 
Scholars’ Quarterly, 


Toledo, O., 
Harrisburg, Pa. 
Philadelphia, Pa., 
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A NOVEL ADVERTISEMENT. 
By Ali Ben Murphi. 

* * * And after the seventy- 
eighth contestant had been plunged in 
the seething bouillon the merchant 
asked : ‘‘ Are there more suitors for the 
hand of the fair Skirtzerando?” 

‘* One, sire,” said the attendant. 

‘“*What is he—an artistic advertise- 
ment writer or a writer of artistic 
advertising matter?” asked the mer- 
chant. 

‘** Neither,” replied the attendant. 
‘* He says he knows nought of writing 
advertisements, but that he loves your 
daughter, the fair Skirtzerando, and 
insists on competing for the prize.” 

‘* Admit him,” said the merchant. 

‘“Know you, O you foolish one,” 
asked the merchant, as the attendants 
admitted the young man, “‘ the condi- 
tions of this advertising contest ?” 

‘Yes, sire,” replied the young man, 
is he threw himself at the merchant's 
leet. 

‘* Then if you fail to provide for my 
bazar an ‘ad.’ of absolute originality 
and highest merit, know you, O ver- 
dant youth, the forfeit?” continued 
the merchant. 

** My life,” replied the young man. 

‘*Then,” said the merchant, ‘‘ we 
will proceed with the obsequies. What 
is your name ?” 

‘* Twocuffs,” replied the young man. 

‘* Twocuffs,” demanded the mer- 
chant, *‘ dost know that seventy-eight 
professional writers of artistic advertis- 
ing matter have already striven to fur- 
nish me with an advertisement, and 
they have all failed to suit?” 

“They generally do,” murmured 
l wocuffs. 

‘**By Allah! you speak the truth,” 
exclaimed the merchant. ‘‘I have to 
prepare all my own ‘ads.,’ in spite of 
my great years and many cares, be- 
cause I am the only man I ever met 
that could write a really first-class ad- 
vertisement. But to proceed, Two- 
cuffs; I have a new lot turbans. Be- 
hold the blackboard on your left. 
Write thereon an advertisement which 
shall rend the air of Bagdad, or you 
die.” 

Twocuffs approached the blackboard 
and, seizing the chalk, wrote : 

WE WILL OFFER NEXT WEEK A NEW 
LOT OF TURBANS. 
THEY ARE POSITIVELY 
WORTH 
$15.00 $15.00. 
OFFER THEM AT—— 


$15.00 
AND WE WILL 
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The merchant sighed as he read the 
“ad.” thus far. The executioner 
girded up his loins. But Twocuffs, 
with a firm hand, added the finishing 
line. 

The merchant bounded forward, 
shouting: ‘‘ You have conquered! O 
you Fourcuffs! You shall write my 

ads !’” The executioner dropped 
his sword into the bouillon. <A curtain 
was drawn aside, and the lovely 
Skirtzerando stood revealed. ‘‘ Take 
her, O thou mighty Sixcuffs,” said the 
merchant. 
FINIS, 
Twocuffs’ advertisement as it 
peared in the Bagdad Democrat : 
WE WILL OFFER NEXT WEEK 
A NEW LOT OF TURBANS! 
THEY ARE POSITIVELY WORTH 
$15.00 $15.00 $15.000. 
AND WE WILL OFFER THEM AT 
$15.00 $15.00 $15.00 
Translated from the Arabic for the 
“ Dry Goods Bulletin” by Benj. H. Jefferson. 
ss 
OUGHT TO TAKE A PRIZE. 


ap- 


M. B. SHerman & Co., ' 
Acsany, N. Y., April 1, 1891. { 
Editor of Prixrers’ Ixx: 

The enclosed advertisement from the Pen- 
sacola Daily News might be called the 
**Bombastic”’ style. Think it would take 
first prize in that class: 


SIC TRANSIT GLORIA MUNDI. 

In the Gentle Springtime when Nature 
Dons Her Mantle of Green, and the Little 
Birds Begin Their Daily Flits through the 
Silent Bulrushes, In the Language of the Im- 
mortal Shakespeare Purchase Your Wines, 
Liquors, Cigars, etc., from Morris Dannheisser 
& Co. 
elegant whiskey just received would defeat 


The faintest ghost of a smell of that 


the prohibition craze in Kansas and cause a 
man with the stoutest heart to repair to some 
enchanted cork grove, and there upon his 
bended knees, with a bottle of Dannheisser's 
whiskey in his hand, humbly offer up his 
grateful thanks to boozy Bacchus, the god of 
wine, for having rendered it possible fur mortal 
man upon this mundane sphere to produce 
such an exhiliarating beverage, to be had in 
any desired quantity. 
MORRIS DANNHEISSER & CO., 
401 South Palafox Street, 
PENSACOLA, Je oe - 


FLORIDA, 
—— ae 
No man is so foolish but he may 
give another good counsel some times ; 
and no man is so wise but he may 
easily err, if he will take no other's 
counsel but his own.— Ben, Johnson, 
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A MAN OF “PERFECT EXPERIENCE” 
WANTS INFORMATION. 


Editor of Printers’ Ixx: 

Please be kind enough to give your ideas 
upon the following : 

Suppose a man of long, varied and almost 
perfect experience in newspaper advertising, 
is managing, placing, and doing all the adver- 
tising of whatever nature, including books, 
circulars, trade journals, cards, wrappers, 
newspaper advertising, etc., etc., for a large 
patent medicine house, and said business is 
successful, and he gives rfect satisfaction 
in every way, what would be a just compensa- 
tion for said services? 

Your reply will greatly oblige 

SUBSCRIBER, 


— 
ODD NAMES FOR PAPERS. 


Payson, Urtan, April 2, 1891. 

Editor of Printers’ INK: 

In a former issue of Printers’ Ink I noticed 
a list of ‘*Papers with Curious Names.” 
There being two others in Utah beside the 
Exponent mentioned in the list, which have 
rather unique titles, I thought I would sead 
you a line or two regarding them. They are 
the Padantic, Salt Lake City, and the Papoose, 
Fort Duchesne. The Palantic, so named by 
the editor, signifies an abridgement of Pacific 
and Atlantic. I don’t know whether this 
compound iscommon. The Pafoose is asmall 
weekly edited and published by a young nor- 
mal teacher on the Indian Uintah Reserva- 


tion, 
A. B. Tomson, 





FOR SALE. 
Advertisements under this heatl SO cents a line 


l TONS of Premiums sold in >. = 
eo) PIRE PUB. CO., 66 Duane St., N. 


YOR SALE—A complete Job Office Outfit, 

po gg Ty type, &c., in use 

oy one month. 0.“ Address M. M. 
Co., P. O. Drawer 1592, 1582, Philadelphia, 


EPUBLICAN PAPER | in village of 1604 
Ret earn Ho cmpoctison. Circulation, 
af 1. Net earnings, $3, Inventures, $3,500. 
. 4 cash. News, Pentwater, Mich. 


APER pay or wholly printed, make-up 
=ainpules ories, miscellany, news, ads, locals. 
ete., as youorder. Daily, weekly or occasiona 
issues. Union Ptg. Co., 15 Vandewater St., N.Y. 


= SALE—The whole or a part interest 

n a well established MONTHLY TRADE 

NEWSPAPER, situated in one of the largest 

cities in the South. Easy terms. Address 
“H. & S.,” care ” Ink. 


R SALE—Names five thousand farmers 
Virginia, North Carolina. Collected di- 
rect from each office during March by Immt- 
tion Committee. Used once. . EG 
LESTON, Smithville, Va. 


R SALE—The entire or one helf interest 

in the leading Daily and Weekly Demo 
cratic Paper of one of the most prosperous 
towns in New York State. Parties who are 
unable to a at least $2,000 incash — not 
apply to “ "care Printers’ INK 


F YOU WANT TO SELL your Newsp: a 
or Job Office, a Press, or a Font of 
tell the story in twenty-three words and send 
it, with two dollars, to the office of PRIN 
ERS’ INK. If you will sell cheap fe 9 
single insertion of the announcement will 
generally secure a customer. 


PRINTERS’ 


INK. 
WANTS 
Advertisements under this head 3 cents a line 


N Al Adver. Solici itor, reli ious weekly, 
city. Liberal offer. “C. N.,” Printers’ Ink. 


WANT $1.00 for a 10-Ib. anit of nice new 
Maple Syrup. J.8. DODGE, Lincoln, Vt. 


ILL RENT part of office to out-of-town 
publication and take advertising space 
in payment. “ H. D.,” 500 Temple Court, City. 


LIVE REPORTER and all-around news 

ami 9er man wants situation after May ist 

on di ily paper. Not a compositor. Address 
"Vv. ™ PRINTERS’ INK. 


bh Hy -y wanted to secure subscrip 
tions for Printers’ Ink. Liberal terms 
allowed. Address Publishers of PRINTERs’ 
Ink, 10 Spruce St., New York. 


Py PRINTER—Capable of doing all kinds 
of work, can have place as foreman. 
Must be temperate, steady and + a Wages 
$i4. Daily Leader, *, Gloversville, N. ¥ 


OUNG LADY, on tehographer and type 

writer, at present with largest advertiser 
in Maine, wants position in a mailing depart 
ment. Boston eg ol Address * KAPA 
BLE,” care PRINTERS’ INK 


ILL nen od win in business or ad 
vertising d rtment of good ne wspaper 
or with large advertiser. Fifteen years’ ex 
perience on daily newspapers. Best of refer 
ences. Address, with particulars, “* COMPE 
TENT,” Printers’ INK. 


y gt. arty who can invest $5,000 a rare op 
po rlonity is offered to secure an equa! 
ane in a well established and prosperous 

Weekly Trade Journal in the leading West 
ern city. The leading Industrial —w of 
the Great West, North West and South West. 
Investigation is solicited. Address “ N. E.,” 
Box 1353, Denver, Colo. 


| ye ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you Want to buy epee es 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be relied 
upon to do the business. 


SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, We. a line. 


| ates 


s—- GUIDE. 


2( a= CENTURY. 


AU" MILLION. 


N Y. Argosy, 114,000 w. 
e 


AU's LISTS— Results. 





Rannzes: CALL, Quiney, IN. 


a= INKS are the best. New York. 
AS HERALD, Phila., Pa. 
80,000 monthly. 


Chic O, “the great West 


15th year. 


HE GRAPHIC, 
ern illustrated week 


HE GRAPHIC, Chic ago 
least cost to advertisers. 
RIGHT, clean_ and rellable is the SAN 

FRANCISCO BULLET 
UDICIOUS cdveriining ys. Try the 
LOUISVILLE COMME tne, ey 


-Most value at 





PRIN 


COMPLETE Family Posrepeper. SAN 
FRANCISCO C AL L. _ Estab, . 
$10 
Pa. 


GENTS’ names $1 to 
ASK GENTS’ HERALD, Phila., 


AN FRANCISCO WEEKLY CALL and 


BULLETIN cover the Pacific Coast. 

ARGEST eveni circulation in Califor- 

nia—SAN FRANCISCO BULLETIN. 

ROSPEROUS, intelligent people reac = 
P by the SAN FRANCISCO BULLETIN 


per 1,000. 


y OST most circulation, most 
adv’s, SAN FRANCISCO CALL leads. 


‘[\HE ADVERTISERS’ GUIDE—Mailed free 
by STANLEY DAY, New Market, N. J. 


I IGH grade, pure tone, , honest circulation. 


“Wants,” 


None better. SAN FRANCISCO CALL. 


IRCULARS or papers distributed. $1.50 
per 1000. H.C. HOWE, E, East Poultney, Vt. 


7,7428.; 22,346 W.; cireu- 
5D. O6 STE ‘AN FRANCISCO CALL. 


Hs ORDER Mec ER Mechanical Eagrewing- 
odes, 7 New Chambers St., N. Y 


Ps ATENTS for inventors ; 40 page book free. 
aT FITZGERALD, 800 F St., Washing- 


ton, Di 
I AILY REPUBLICAN—Phoenixville, Pa.— 
Only daily, sty of 9,000; proved circula- 


tion over 1,300 dai 


N F. GRAFTON, Denton, Tex., distributes 
e circulars in Denton and adjoining 
counties at $1 per thousand. 


96 PLANS a year of city and countr. 
houses. Sin; ? sea Y Sty 1 Year, $1. 
Address THE BUILDER, N. 5 


{OLLECTIONS PROMPTLY MADE a 
United States & Canada. Keferences given. 
WALTER L. THOMPSON, Att’y, 245 B’way, N. Y. 


YS )U can run a local illustrated pest 
PROFIT. Will tell you how. PIC ORIAL 


WEEKLIES COMPANY, 23 West 23d St., 


TY\YPE Measures, nonpareil and agate, by 

mail to any address on receipt of three 
2c. stamps. Address GEO. P, ROWELL & CO., 
New York. 


\ EDICAL BRIEF (St. Louis) has the largest 
4 circulation of any medical journal in 
the world. lute proof of an excess of 
pa thousand copies each issue. 


ou want to reach the CLERGYMEN and 

‘ SHRISTIAN WORKERS in the WEST AND 

SOUTH, advertise in the BIBLE READER, 
Franklinton, N.C. Ten cents a line. 


JAPER ay ag M. Plummer & Co., 
161 William St., N. Y., sell every kind of 
paper used by rinters and publishers, at low- 
est prices. Full line quality of Printers’ INK. 


YOLUMBUS, Ohio.— THE OHIO STATE 
JOURNAL, Daily, Wee yo & and Sunday, is 
credited with being the leadin g peer by all 
newspaper authorities. Daily, 12, Sunday, 
15,000; Weekly, 22,000. 


MFVHE WEEKLY WITNESS, New York City 

is one of the 43 publications in the United 
States that, according to a list published by 
Geo. P. Rowell & Co., circulate between 5),000 
ind 75,000 copies each issue. 


START IN MAY on a BICYCLE TOUR of 

the WORLD. If you can use a weekly let 
ter that people will watch for, drop me 
postal for prospectus. G. D. MITCHELL, 
Box 238, Washington, D. C. 


'PVHE AVERAGE JOB ancy naows han 
trouble of making fancy-sh 

tising stickers. THE AKINS NOVE tity COM. 

PANY manufacture them. ns pan culars, 

write 298 and 2% Broadway, 


MPHE VOICEK, published in New York City, 
is one of the 2% publications in the 
United States that, accordin [= a list pub 
lished by Geo. P. Rowell & , circulate be- 
tween 110,000 and 150,000 eagles each issue. 


'TERS'’ INK, 
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HE SCHOOL JOURN. weekly (c youle- 
tion 18,000), and TEACHERS’ INSTITUT 
monthly (circulation 47,000), reach a cae 
proportion of 300,000 teac hers and school 
officers. Circulation proved. New York. 


VHE PRICE of the American Newspaper 
Directory is Five Dollars, and the pur 
chase of the book carries with it a paid sub 
scription to Printers’ Ink for one year. Ad 
dress: GEO. P. KOWELL & CO., Publishers, 
No. 10 Spruce St., New York. 


X HERE is a puzzle. I make pictures, 
y e yet I cannot draw and sell plet ures I 
have never seen. Guess I furnish ideas for 
caver eing one ne new Nehty illustrations. Ad 

care The National 
Builder, Adams | nen Build’g Chicago, Lil. 


TWO-LINE NOTICE in Priyters’ Ivk, 

under heading of Special Notices, is 
brought to the attention of over 40,000 adver. 
tisersevery week for a whole year for $2; 5 
lines will cost $78; 4 lines, $104; 5 lines, 
$130; 6 lines, $156; 7 lines, $182; 8 lines, Sk. 


7 HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’s subscription to 
Printers’ Ink. Address: GEO. P. ROWELL 
& CO., Newspaper ema Agents, No. 10 


Spruce St., New Yor 
$1, 000, 00 4, FOR AN EDITORIAL 
NOTICE.— Every man 
who Ycontrols” a newspaper will do well 
to read the offer printed in the issue of 
Printers’ Ink for February 4th. Circular 
with os ROWELL sent on Bp lication to 
GEO. OWELL & CO., plishers, 10 
} St., New York. 


YWO H. P. ENGINES AND BOILERS with 
all fittings complete (except smoke 
pipe) ready to fire up and run, <= ) net cash 
or. cars at factory. Four H. P. $165.00, same 
as above. Warranted durable, efficient and 
safe. Larger engines at pre vortionate prices. 

THE MURRAY IRON WORKS CO., 

Burlington, lowa. 


HIS PAPER does not insert any adver 
tisement as reading matter. Everythin 
that does appear as reading matter is tnserted 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe 
cial Notices are nearly as interesting as read 
ing matter. The cost is 3) cents a line each 
issue for two lines or more, 


HERE IS NO BETTER EVIDENCE of the 
value and popularity of a newspaper 
= an advertising medium than that attested 
y its Want” or transient advertising. In 
this, as well as in point of circulation, the 
HARTFORD TIMES stands at the head of 
the newspapers published in Connecticut. 
Estimates furnished. _ Try it. 


ORWICH, CONNECT! TIC UT.—Geo. P. Row- 
ell & Co. publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through 
out the country;— the new r in each 
lace that <~ the advertiser the most for 
his thoney. On this list THE BULLE 
Daily and Weekly, is named for Norwich. 


HE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min- 
eral region of Alabama. Average daily cir 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Popu ation of Jefferson County, in which 
Birmingham is located, 190,000. For advertis- 
ing rates address TH ! E-HERALD COM 
PANY. Birmingham, ,m 


HEN such leodins ¢ advertisers as Starkey 

& Palen, Hood, Ayer, Scott & Bowne, 

r: L. Douglas, Beecham’s Pills, Pears’ Soap, 
. S& Johnson & Co., Pozzoni, Pope Bicycle 

bo. Hawk-Eye Camera, Scoville & Adams, 
Anthony, Plymouth Rock Pants and Oliver 
Ditson Co., patronize THE ARGOSY, an aver 
age of over $1,000 each, by the year and re 
new, is it not the best evidence of their ap, 
preciation of it as an advertising medium? 
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Lists One Dottar Eacu. 


Advertisers and others occasionally 


require lists of newspapers.printed i in the 
United States Mi the Germafi;»Scandi- 


navian, Frenc#, Spanish, Portuguese or 


s, or lists of those papérs 

ially devoted to some ong 

of the lentils professions, trades, socies 

ties, etc. These lists we furnish for one 

dollar each,jor they can all be founds 

in the Amertcan Newspaper Directory, 3 
price $5.00. ‘Ap pply to 

GEO. P. ROWELL & CO, ? 

10 Spruce¥$t., New York. #7 
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«FOR © 1891 °* 


IS NOW READY #® WILL 
BE SENT ON KE- 
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A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusuisuers. 
Office : No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 


ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, APRIL 15, 1891. 





‘THE attention of newspaper editors 
and publishers is again directed to our 
offer of $1,000 to be divided April 30 
between those publishers or others 
who print the best notice, criticism or 
review of Printers’ INK—$500 for 
the best, $100 for the second best, $50 
for the four next in order—thirty-six 
prizesin all. Although no decision has 
yet been arrived at, it may be stated that 
the writers of the notices appearing in 
the Marblehead Messenger, New York 
Journalist and Brooklyn Standard- 
Union each stand a good chance of 
being awarded one of the prizes. 
There is still time to write and publish 
a notice, but as the notice to which the 
first prize is awarded is to appear in 
PRINTERS’ INK for May 6, the same 
must have reached the hands of the 
editor of Printers’ INK on or before 
April 30. 


THe American Newspaper Directory 
for 1891 is now ready, and we republish 
on another page some interesting statis- 
tics which have been compiled for this 


year’s edition. An effort has been 
made to make the advertising pages 
specially attractive by placing on every 
fourth page a practical hint or sugges- 
tion for an advertisement. 
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THERE is a philosophy which teaches 
that it is better to give than to receive— 
to take the humbler place rather than 
the higher. In advertising few lead 
and many follow. The meeting-house 
may contain many seats, but only a 
small proportion are front seats. But 
because the rear seats must be occu- 
pied does not lessen the mortification 
of finding one’s own station there. We 
can’t all be geniuses, though we may 
deceive ourselves about it for a while. 
Credit is due him who can recognize the 
facts and gracefully accept them. 


A FRAGMENT of conversation over- 
heard in the elevator of the Tribune 
Building, New York, the other day, 
accurately set forth the manner in 
which too many business men are apt 
to regard advertising. A man who had 
just met a friend in this center of the 
newspaper and advertising business 
replied to an inquiry respecting his 
errand by saying that he had just made 
a contract for advertising. 

** Well,” said the friend with the air 
of a man who knew it all, ‘‘ you have 
thrown away your money.” 

“*T suspect that I have,” replied the 
other, as though already convinced that 
he had been making a fool of himself. 

The man who approaches ad vertising 
in that spirit is likely to find his mis- 
givings come true. If you advertise 
you should be prepared to make it pay. 
Grit and a cool head are essentials. 
‘* Faint heart never won fair lady.” 


A NEAT little circular gottea up by 
the Rowen & ‘Taber Company, of Kan- 
sas City, has the following absurd jingle 
upon its cover page : 

There was an old man in a tree 
Who was horribly bored by a bee. 
When asked ** Does it buzz ?"’ 

He replied, ** Yes it does, 
It’s a regular brute of a bee.” 

Upon turning to the first inside page 
the reader finds this under the heading 
of ‘‘ What Are We Here For :” 

Did you think the verse on the outside was 
nonsense? Well, it isn't. Have you opened 
this circular? Have you noticed wisannt It to 
you? Do you know what sort of business we 
are doing? If you do, the verse has accom- 
plished its mission and has dune all that the 
most experienced advertiser can do— made 
people notice the advertisement. 

If this is so what a miserably narrow 
and contracted field advertising must 
occupy. If it is true that the adver- 
tiser’s art consists of nothing more than 
**making people notice the advertise- 
ment,” some of the largest and most 
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successful users of printers’ ink will 
have to remodel their ideas to conform 
to this newphilosophy. But it is more 
charitable to suppose that the firm issu- 
ing this circular have not said exactly 
what they intended. Catching the eye 
is important, but it is not everything. 
The nonsense rhyme may have answer- 
ed this particular advertiser’s purpose 
admirably, but it is presumption to say 
that the most experienced advertiser can 
do no better. The true art of advertis- 
ing isin procuring customers. Because 
an advertisement is read—because it 
excites curiosity or causes amusement 
—is no proof that it is profitable to 
the advertiser. Good advertising is the 
kind that makes its influence felt upon 
the advertiser’s pocketbook. 





WHICH IS RIGHT? 


Two members of a firm having large 
experience as advertisers take different 
grounds on the subject of what is the 
best way to advertise. Number One 
asserts that ‘‘a patent medicine adver- 
l\isement to produce the best results 
ought to be inserted continuously ; 
that the returns are likely to increase 
in some proportion to the number of 


repeated insertions given in the papers 


selected; that advertisers to obtain 
best results should select good mediums 
and advertise all the year round in the 
papers so selected.” He asserts that 
52 insertions in a good paper having 
1,000 readers will be worth more to an 
advertiser than one insertion in a paper 
of the same grade or class having 
52,000 readers. 

The other member of the same firm, 
whom we will denominate Number 
Two, asserts ‘‘ that the first insertion 
of a patent medicine or any other 
advertisement is more valuable than 
any subsequent insertion; that the 
large discount in the rate that can be 
obtained for a long-continued adver- 
tisement is the only argument in favor 
of repeated insertions ; that an adver- 
tiser who seeks a paying investment for 
his money should select papers of the 
right character, and cause his adver- 
tisement to be printed the greatest 
number of times possible for the amount 
of money at his command.” He 
asserts that one insertion in a good 
paper having 52,000 readers is worth 
something more than 52 insertions of 
the same advertisement in a paper of 
the same grade having but 1,000 
readers, 
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Number Two further illustrates his 
view by the following assertion : 

‘*In the State of Delaware, accord- 
ing to the American Newspaper Direct- 
ory for 1890, there were 38 papers of 
all sorts, and the average circulation of 
these is 1,263 copieseach. He believes 
that a single insertion of an advertise- 
ment in all of the 38 papers of Dela- 
ware will be worth more to an adver- 
tiser than 38 insertions of the same 
advertisement would be in one Dela- 
ware paper having a circulation of 
1,263 copies.” The question here at 
issue is not which will cost most, but 
which is worth most, provided the 
cost is equal, and on this question the 
two members take diametrically oppo- 
site positions. 

Number One says that he does not 
think any successful patent medicine 
man in the country could be found who 
would give much for a single insertion 
of an advertisement. 

Number Two, on the other hand, 
expresses the belief that it would not 
be easy to find a patent medicine man 
who is a_ successful advertiser who 
would not be willing to pay a higher 
rate for a single insertion of an adver- 
tisement than for each of the 52 
separate insertions that go to make up 
a yearly contract. In other words, that 
if single insertions could always be had 
at the yearly rate, yearly contracts 
would be rare. 

The point in discussion came up in 
this way: This particular firm was 
considering the best method of using 
$3,000 to pay for the insertion of an 
advertisement occupying the space of 
only half an inch, and intended to 
influence pupils in the direction of 
an institution where telegraphy is 
taught. 

The logical sequence of the con 
clusion arrived at by Number One 
would be that a certain number of 
newspapers should be selected for 
this advertisement, and that a con- 
tract should be entered into with 
these for inserting the advertisement 
for a year. 

The conclusion of Number Two 
would lead to placing the advertisement 
once every three months, or perhaps 
once a month in those papers that make 
little or no discount from the one-time 
rate, but are known to have the very 
largest circulation and a schedule of 
charge that is actually lower than the 
lowest yearly rate to be obtained from 
smaller papers. 
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Miscellanies. 


FAME’S REWARD. 


Before his name was well afloat, 

Dame Fortune played him sorry pranks, 
And every manuscript he wrote 

Came straightway back, “declined with 

thanks ;’ 

But now he’s known from pole to pole, 

Full many an editor he frets ; 
With groans his stiffish rates they dole— 

His stuff’s accepted “ with regrets !”’ 

—R. L. H., in Puck. 

An English publisher announces a 
new work entitled, ‘*‘ He Always Pleases His 
Wife.” It is fiction.— Boston Post. 


‘* Look here,” growled the advertiser 
to the country editor; *‘ 1 ordered my adver- 
tisement placed next to reading matter, and 
you've put it among your editorials !’’"—Har- 
per’s Bazar. 

Appropriate. — Plympton ruined a 
pair of Plymouth Rock pants the other day, 
chasing the hens out of his wife’s garden, and 
now he refers to the matter as his ** $3 shoo,”’—- 
Art in Advertising. 


De Mortuis Nihil Nisi Bonum.— 
Necrologist: What is there to say about old 
Dornale ; he was in the Legislature for a time, 
wasn’t he? 

Editor— Yes, but there is no use hurting the 
family’s feelings !—Puck. 

Writers in the magazines are inquir- 
ing why more girls do not marry. We do not 
know how it may be in other States, but in 
Massachusetts we are led to believe it is be- 
cause the men do not ask them to,—Somer- 
ville Journal. 


She—The newspapers never get any- 
thing right. 

Her Visitor—Yes, that's so. By the way, did 
you see that flattering paragraph in the Zra 
night before last about your husband ?— Some- 
erville Journal. 


‘His editorial habits cost hima pretty 
ay | the other day.” 
“* How ?” 


“* His wife had a diamond ring worth a thou- 
sand dollars sent to him on approbation. He 
didn’t like it and threw it in the waste-basket.”” 
—Harper's Bazar. 


‘You seldom hear a good word for 
the American girl who marries a poor nuble- 
man,”’ remarked the Snake Editor. 

“Seldom or never,’ replied the 
Editor. 

“*And yet she merely husbands her re- 
sources.” —Pittsburg Chronicle Telegraph. 


An Editor’s Advice.—Pompous Au- 
thor (to veteran editor): What would you ad- 
vise a man to do whose ideas are in advance of 
the times? 

Veteran Editor (promptly)—I would advise 
him to sit down cod walt for the times to catch 
up.—Drake’s Magazine. 


Assistant Editor—I have just thought 
of a great scheme. 

Great Editor—What is it? 

Assistant Editor—Railway accidents are 
becoming so frequent, I think it would be a 
good idea to have a reporter on each train that 
travels, so that we could have some one repre- 
senting us at each accident. — Harper's 

sar, 


Horse 


THE IDEAL NEWSPAPER. 


The publishing of newspapers is becoming 
a popular pastime with millionaires, and in at 
least one newspaper office in New York are 
posted up the following office rules: 

EDITOKS, 

1. Editors are expected to work from twelve 
to half-past, every other Wednesday. 

2. No editor is expected to write contrary 
to his convictions. Republican editors wilt 
write Republican editorials ; Democrats, 
Democratic editorials, and Mugwumps may 
alternate as frequently as they please. 

. Editors who prefer to work in their 
shirt sleeves will please wear the silk-em- 
broiderd suspenders provided by the office. 

. h editor will be provided with a 
skilled typewriter and stenographer, blonde or 
brunette, as may be preferred. 

‘: Editors are expected to be uniformly 
polite and courteous to the office boy. 

6. Colored servants in livery will be pro- 
vided to save editors the manual labor of 
placing rejected manuscript in the waste- 
paper basket. 

7. Editors will please not swear at the 
pruofreader. A professional blasphemer from 
the Bowery has been engaged for this pur- 


pose, 

8. The paste will be scented with heliotrope, 

violet or ylang-ylang, as may be desired. 
COMPOSITORS, 

1. It is expected that each compositor will 
be a member of at least four labor unions. 

2. The rates of pay will be increased as 
often as desired. 

3. The hours of labor will be diminished 
every week. 

REPORTERS, 

1. Each reporter will be provided with a 
brougham upholstered in blue satin. 

2. The proprietors will always be glad to 
receive advice from the reporters with re :ard 
to the policy of the paper. 

3. Terrapin and canvas-back duck will not 
be served at reporters’ desk after 4 P. M. 
Champagne and fate-de-/oie-gras sandwiches 
may be ordered at all hours. 

4- Reporters will not be permitted to accept 
free tickets to places of amusement. The 
office will provide as many tickets as reporters 
may wish for themselves, their friends or rela- 
tives. Boxes at the opera must be applied 
for three days in advance. 

5. All expense accounts will be paid with- 
out question. 

_ 6. Reporters will not be expected to appear 
in evening dress before 6 Pp. M.; after that 
hour it will be obligatory. 

7. Any reporter oe not care to worx 
on an assignment will please notify the city 
editor with reasonable promptness, so that it 
may be given to some one else. 

GENERAL RULES. 

1. Salaries will be increased the first and 
fifteenth of every month. 

2. Any employee wishing to borrow money 
will be cheerfully accommodated by applying 
at the business office. 

3. Any employee who is not satisfied with 
the brand of cigars supplied by the office will 
oblige the proprietors > com Linins. 

All employees are entitled to ten months’ 
vacation each year.—Li/e. 


TRIALS OF A POET. 
There was a young t in Wemyss, 
Who cried, “O how exten it myth 
When asleep late at night, 
Lovely poetry to write, 
And awakening, find ‘tis but dreamyss.”” 
—A ustralian Star, 





PRINTERS’ INK. 


| 


Talks with Advertisers. 
No. Ill. 


Is the country trade worth cultivating ? 

It all depends on what you have to sell. In 
most cases we can honestly answer : ‘‘ Yes.” 

There are several points that count in favor of 
the advertiser who wants to reach this field. 

In the first place, the country trade is easier to 
get than the city trade. There is less competi- 
tion—not so much bidding against rivals for 
custom. 

And this in turn means a larger margin of 
profit. Furthermore, in the country there are 
not so many chances to buy. Country people 
are more susceptible to advertisements than in 
cities where attractive stores and bargain sales 
are so much more numerous. 

Another advantage is that in the country paper 
your advertisement is not so likely to be sand- 
wiched in among half a dozen others of the same 
character. You have the field more to yourself. 

You notice that we have been speaking of 
country papers in general—without special refer- 
ence to Kellogg’s Lists. That is because our 
mission is largely educational. When you get 
ready to address the country trade we know you 
will come to us—because Kellogg’s Lists are 
generally recognized as comprising the higher 
class of local papers. 

You certainly will want to begin with the best. 


A. N. KELLOGG NEWSPAPER COMPANY, 


368 & 370 Dearsorn Sr., Cuicaco. 


Trisune Buitpinc, New York. 








$20 


INCREASE IN AGGREGATE CIRCU- 
LATION 


The annual issue accorded by the 
American Newspaper Directory to all 
the papers published amounts to the 
grand total of 4,020,425,000. This 
shows a considerable increase over the 
figures quoted last year, which were 
3,481,610,000._ Perhaps this growth 
of circulation may be accounted for in 
past bythe decrease in the price of 
paper. Theuse of wood-pulp in the 
manufacture of paper has reduced its 
price and had the effect of increasing 
the issues of newspapers. When paper 
is cheap there is a tendency on the 
part of publishers to sell their pub- 
lications at a lower price and to 
take back unsold copies much more 
generally. 


QUICK PAYMENTS PROFITABLE. 


In the office of a New York firm of 
advertising agents there is conspicu- 
ously posted a notice: ‘* All bills re- 
ceived by noon must be paid upon the 
day of receipt, if found to be correct.” 
What is the effect? The publisher 
who may have a bill against that firm 
knows that if the bill rendered is cor- 
rect he will receive immediate pay- 
ment, and that the money can be de- 
pended upon for immediate use, due 
allowance being made for transmission. 
And it is generally admitted that this 
firm of advertising agents can secure 
the lowest rates for advertising space — 
and sometimes lower. The firm has 
found it profitable. 

In Boston there is a printer who has 
been in business many years. He isa 
a good printer, and proof of this is that 
he has never had to solicit business, his 
office always having had a steady trade 
that has made him well off. Some years 
ago there was a flurry in paper, prices 
dropped and the manufacturers were 
glad to unload at almost cost—some at 
less. This printer had always paid 
cash, generally spot cash, and had 
always found it profitable to carry a 
sufficient stock of standard papers to 
avoid buying on a high market. What 
more natural than that this printer —— 
should be offered paper at a price as 
low as to any one, and a shade off that ? 
The manufacturers knew that if he 
bought at all he would pay cash, and 
that such figures as they might name 
would not be used for a time pur- 
chase. The result was that the 
printer made more money on paper 
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that year than he did in his printing 
business—and it was a very profitable 
business, too. 

There is a shoe manufacturer—and 
doubtless many of them—who discounts 
all of his purchasers. He does a large 
business, and his bills for stock are be- 
tween $200,000 and $300,000 a year. 
Knowing that sales to him mean ready 
funds, he can buy at the lowest notch 
—below the average—and this advan- 
tage and the difference between the dis- 
counts and borrowing rate for money 
amounts to a couple of cents profit 
on a pair of shoes before the leather 
is cut. He makes money.—Arocton 
Shoe. 


BEATTY 





Organs $5 up. Catalogue Freer 
Dan’lF. Beal ty. Wash’ton, N.J. 





WOOD ENGRAY INS. Perris Pets 


17 
N 





SEE NOSTRAND Tribune Whig: 
at once for space in supplement iones 
Great Divide, also for L’Art de la Mode. 


I GET UP IDEAS, 
Comic Pictures, and 
beautiful Outline Cuts. 





ist, Times B'I’d’g, N. Y 


LAND: 


Companies and Individuals 
having land for sale, who may wish to adver- 
tise the same, at a moderate cost, and in a 
field not worked to death, will do well to cor 
respond with me. 

*It will pay you to write me.”’ 
B. L, CRANS, 10 Spruce St., New York. 


ILLUSTRATED os 
ADVERTISEMENTS, 


THE WHOLE THING COMPLETE, 
Idea, Writing and Drawing. I make them 
for Pearline, Dr. Pierce, Chicago Corset Co., 
and others. 

F. CROSBY, 822 


A Postal Card, 


Price one cent, will fetch specimen pages of 
“ GIBB’S ROUTE AND REFERENCE BOOK” 
of the United States and Canada (a book you 
want) if sent to 
GIBB BROS. & BROS. & MOR AN, New York. 
YOUR 


PAINT Roors 


Dixon’s Silica Craphite Paint. 

Water will run from it pure and clean. It 
covers double the surface of any other paint, 
and will last four or five times lon —- Equally 
useful for any iron work. Send for circulars. 
JOS, DIXON CRUCIBLE Go., Jersey. City, N. J, 








22 Broapway, N. Y. 
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DO YOU SMOKE A PIPE? 


Want one that wont burn your tongue ? 
Satisfaction guaranteed. 
CENUINE FRENCH SRIAR. 
Amber mouth pi ce. Sent on receipt of vt 


MONARCH M’F’G CO., 388 Pearl St., N.Y. | 


every week 
Catalogue 
132 pages 
Not sold by Dealers ; prices 


free. 
Buy of the Publisher, 


too low. 


John B. Alden, 393 Pear! St., New York 


|Dodd's 








ia wanna BOStON, 
Send for Estimate.) 


EALING. CAREFUL SERVICE. 
W ® ESTIMATES. 0% 











RELIABLE 
am 








Three $50,000 National 


FREE Banks in good North Texas 


OF towns, organized by us, now net 
12 to 2 per cent. Sree of tares. 
TAXES. Beat big banks in cities. Rate 
higher, security better. Country fertile, crops 
good (cotton, wheat, corn), people prosperous. 
Local business men interested. any New 
England stockholders. 28 years’ residence in 
Texas. Another similar bank now organizing, 
stock par—$0 and upward, sold. Circulars, 
statements, maps free. Joun G, JAMES, PRES’T 
City NATIONAL BANK, Wichita Falls, Texas. 


* ABABAR AAR RRADRRAAARABES 


MUFFED! > 


re ingenious gad bes .— 4 
3 in Clover.” for 
e ishers to use - ‘premiums » 
oney easily made edly this p 
—. Put up in attract 
mple and terms 25 ce: ~ 5 a 


Mo 
“y 


BAAD 


¢ Agents THOMPSON PUB. ty 
4 Wanted. 225 So. 6th St., Philadelphia, Pa. 
thatch cineca tots 


About Your 
Business. 


Some call them Primers. I write them, fur- | 
nish sketches, engravings and do the print 
ing—the whole thing complete. Advertise- 
ments written, cartoons and high-class, orig- 
inal designs gotten up on short notice. ‘Some. 
neat primers, with details, FREE. 


A. L. TEELE, 55 W. 33d St., N. Y.| 


New Issues) 


| — in the Southern Hemisphere. 


A NEW BASEBALL 0 ae b! 


INK. 


WORLD'S FAIR. 
= —_— on FENCES adjoining it, write 
100,000 people daily pass there now. 
Syear contrac ts if desired. 
8S. W. HOKE, 22 5 Dearborn St., Chicago. 
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Extract from a le tter whic h speaks for itself : 
OFFIcE OF Everne D. Wurrre & Co., ) 
Real Estate, Loans and Investme nts, 
PORTLAND, Or. Aug. 21, 1890. ) 
Messrs. J. L. Stack & Co., Adve yrtising Agents, 
St. Paul, Minn. : 

GENTLEMEN— * * * In conclusion, we wish 
tosay : The writer ¢ oy ially likes your sharp 
cut business methods, your promptness and 
careful attention to small matters as well as 
large, and we only hope our business rela 
tions may produce large results. “wyig 
yours, EUGENE D. WHITE 


AUSTRALIAN, Before fixing 1 up your 
» Australian contracts for 
id like you to write to us for 
-y o> ate. wwe pode to save you money, 
tor, be! on the spot, we can do advertis ne 
heaper than any other firm ata distance. All 
papers are filed at our bureau, and every appear- 
ance is checked by a system unparalleled for ac- 
j curacy. On application we will prepare any 
| scheme of advertising desired, and by return 
mail will send our estimate. We desire it to be 
understood that we are the Leading Advertisin, 
Estabtiohes 
VIMBLE & 





er @ quarter of a century. F 
G0. , sud to 373 George 8t., Sydney, Australia 


Study Law 
At Home. 


Take a course in 
the Sprague Corre 
spondence School of 
Law. Send ten cents 
(stamps) for partic 
ulars to 


W. C. Sprague, L.L.B. 
312 Whitney Block 
Detroit, Mich. 


IF YOU ARE THINKING OF 


+ Advertising in England, 


| we shall be pleased to correspond, to quote, 
or to advise. 
| leading American firms. 


We already act for numbers of 
Shall we hear from 
you? 


SMITH’S 


Aivertising Agency, 


132 FLEET ST., E. 
LONDON, ENC 
“SUCCESSFUL ADV ERTISING a 
(lita Eprrion) 
is the best guide to British advertising. 
Sent prepaid for 50 cents. 





“m The Library of imeia Literature 


= will pay you to find out by writing to C. L. WEBSTER & CO., 
3 East 14th St., NEW YORK. 


BONE -+° SHELL 


For POULTRY 


By E. C. STED- 
MAN and E. M. 
HUTCHINSON. 


Raw Bone has been proven by analysis to 
contain every part of an White, Yolk 
and Shell. The moet oyster shells furnishes 
shell material. e granulated size is for 
=— apd the FF is for chicks, and mix 
with soft food. For circular explaining 
Denese ‘and how to feed it, and prices on lots 
of 100 Ibs. or more delivered, » oan paid, 
at ts F POEL station, addre 
FITCH, BAY c ITY. Michigan, 
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ATTENTION BY STRIKING 
ADVTS. I WRITE THEM. W. 
A. O. PAUL, P. O. Box 3311, N.Y. 


ARREST 
MOSES 


Dealers who w fn 
copies will be ~- 





For seventy cents we will 
mail to any address copy of 
“ Poems, Sketches of Moses 
Traddles,” a book of poems, 

- - za pathetic, accept- 
plied wholesale 
the rate of 96.00 ; 


dozen ; yes Sey TRADDLES. 


collect. dress all communications, 
THE TRADDLES Co., 
Cincinnati, Ohio. 


CTORS 


MAKE THE PAGE 





} 
} 
| 


“HEAR ’EM.” 


| Sing a song o’ sixpence, 
A pocket full of gold, 
| Four and twenty pages 
Bound into one fold. 


Isn't this the medium 
In which to advertise ? 


To advertisers everywhere 
We make no special boast, 

But with space in our Farm-Poultry, 
You may dine of ‘‘ Quail on toast.” 


———- MORAL :- 





la \ a. 
Y F 


(NONGS 


OVERMAN WHEEL CO., MAKERS, 


CHICOPEE FALLS, MASS. 
BOSTON © WASHINGTON. © DENVER SAN FRANCISCO. 


A. G. SPALDING & BROS.. Special Agents, 
Chicago, New York and Philadelphia. 


“Why Do You 
Advertise in Newspapers ? ” 


What constitutes the ideal newspaper? Is 
it not the one that presents the news—the 
facts without wordy, tiresome, descriptions 

in the most concise pleasin manner? Is 
it not a paper that will enable busy men to 
grasp the situation in the briefest possible 
time? Why do people read newspapers—to | 
kill time or get the news? Wouldn't you 
rather advertise in a paper that is easily 
handled, and that scintillates with bright, 
brisk, breezy journalism, than an unwieldy 
blanket sheet? If so, you will find your 
ideal in 


The Daily Continent, 


16 PAGES DAILY, 
32 PAGES SUNDAY. 





It is a live paper. Energy and nerve 
characterize its management, Its 
size is unique, handy. The news 
is put briefly and grapbically. 
Society, politics, local pride, Na-| 
tional issues, Sporting events — 
everything that appeals to warm 
blood is handled with vigor. 


FRANK A. MUNSEY, 


239 Broadway, New York, 





Advertise in 


FARM-POULTRY. 


For Rates and Sample Copy address 
FARM POULTRY, 22 Custom House St.. 
BOSTON, MASS. 


le! A LINE 


We recently prepared a list of HOME 
PRINT weeklies for a patron, which, when 
computed on the basis of circulation as 
given in Ayer’s Am. Newspaper Annual 
for 1890, showed the cost per line to be only 
ONE-FIFTH (1-5) OF A CENT for EACH ONE 
THOUSAND (1,000) CIRCULATION. 

For such valuable mediums as a selection 
from the best of the all-home print county 
weeklies, this is a rate which should com- 
mand the attention of advertisers who are 
seeking economical methods for reaching 
the homes of people living outside of the 
cities. We invite inquiry from advertisers 
regarding our facilities for handling business 
in the home print papersin any part of the 
United States. 


Business Office, 1127 Pine St.. St. Louis, Mo. 
Branch Office, 5¢ Beekman St, New York City, 





PRINTERS’ INK. 
] 


Does 
EXPERIENCE 


Count? 


Then our many years in the Printing 

Ink business, and the capital and labor, _ Those advertisers desiring espe 

used to secure one of the best equipped cially to reach Western readers cm 

factories in the country, enable us to | *°°T° by putting live matter in 

manufacture ouly a good article. | THE NEW YORK LEDGER, 
‘The proof of the pudding is in the | which follows ‘‘ the star of empire’ 

eating >” westward, 


’ 


Therefore, give us a trial ! 
Send for Special Prices and 
Discounts. 


W. D, Wilson Printing Ink Co. 


(LimiTeD), 


140 WILLIAM ST., NEW YORK. 


RITE IT , Smoother than Gold 
IN THE , More Durable than Pure Steel 
“ Circulation to be proved above 


wont" TADELLA 
THE TEACHER, 


A Journal of Education and Pedagogy AL LOY E D- ZI N K 


(Monthly, except July and August). 


Te TEACHER is emphatically 

the journal of cultured and pro-| 

gressive professional teachers and school ee ee 

officers. It represents the highest plane 

of educational journalism. As has been 

said by high authority, ‘‘ THE TEACHER Is d Better Pen 

ts as good as any purely educational 

journal can be.” . 
RATES (Invariable): | Worth Trying ? 

Per line, $ .40 Perinch(12lines).$ 4.50 

‘col. (10in.), 40.00 “* page(Scols.), $120.00 | eenereneenees 


Discounts for Continuance: |Buy of Your Stationer, or send 
? times, 10 per cent.; 6 times, 15 per cent. ; 10 10 cts. for Sample Doz. 


times (the year), 25 per cent. 


No advertisement not absolutely un- 


_—— 
questionable, in fact or character, TADELLA PEN C0 
will be received. | . 


THE TEACHER, 3 East | 4th St., N. Y. ST. PAUL, MINN. 











524 PRINTERS’ INK. 
VER 300,000 READERS OF 


PROVE UP ; PRINTERS’ INK. 


For the purpose of bringing PRinv- 
in i ee ERS’ INK to the attention of all classes 
I was well acquainted with thé publisher.| of business men, arrangements have 
I made a contract for advertising in his pape > > 
pate Feehan ss S Sd doeed | been made to send sample copies at the 
to furnish proof. In due time the proof was| tate of 20,000 a week until the follow 
asked for. The reply was an assertion of > > 
125,000 circulation. Mite was again asked for ing lists have been addressed. 
proof, and his attention called to the fact} In every sample copy sent there wil 
2 igh hore and replied, that if“ Mr | be folded a subscription blank. 
Allen could not take his word for it b it he e could For the next three months the circu- 
ake whatever other course he pleasec . 2 ‘a 9 oer te 7 at 
months later the account was aeeicd, pro lation of PRINTERS INK is certain to 
rata, on a basis of less than 50,000 circulation. | be more than 40,000 copies, and likely 


The above is simply a representative to be less than 50,000 copies, each issue. 
case ; talking circulation and proving circu- The entire circulation is among ad- 
lation are “ erent things. vertisers, or people who ought to be 


Allen fl Mi li is proved advertisers. 
every 
Incorporated 1885. 
C § | 100 : month At Rarip rw yie—4yo: Company, 
shall consider it a priviiege to faraish ‘any - ark St 
responsible ahieasundl sing agent, or advertiser, | Trade aaer . Compiled from R. G. Dun & | 
any special proof that they may desire. 8 Reference Boo! | 
I Guarantee my circulation. I PROVE New York, Jan. 16, 1591 
my circulation, If less than One MILLION | Messrs. G. P. Rowell & Co., 
copies are issued in any month, I agree to New York City. 
make a discount, in exact proportion, to each| GeytiEMEN—We respectfully submit to you 


advertiser. » ste 
Results to the advertiser, my only claim to | as in our trade lists as requeste 


patronage. Forms close the 18th of each ‘Architects. 
month, prior to the date of the periodicals. Agricultural Implements 


E. C. ALLEN, | Breen: 


Books and Stationers. . 
oes 


Proprietor of Allen’s Lists, Roste ones EE 
a IT]e , = ders...... 
AUGUSTA, MAINE. Confectioners and Bakers 








Dry Goods. 
Drugs, rated K and up. 
Distillers 

Engin 





Men's 8 Purnishing. 
Hardware 
Jewelers.. 

Shirt Manu 

Prom. Tnourance A Age 
Furniture. 
Machinery 

Men Who Think.. 
— and Cigars. 
Inve: 

Board rot Trade 


Will a ah our Wrappers, 20,000 
eek at # 4 per M 


He oe 
F. 


D "BELKNAP, 
A Tail U nfold, Rapid Addressing Co., 314 Broadway, N. Y. 


tit it wouldn’t be half as interesting as the New York, January 16, 1891. 

tale we have to tell. Local advertisers can | Rapid Fg te Co., 

have the above cut, newspaper column 314 Broadway, New York City. 

width, with special reading matter to suit GENTLEMEX—We have your favor of even 

any a antes, for $1.50. A new cut every | date. 

week for $5.00 monthly. $52.00 per year. Please go ahead with the work of address 
ing wrappers for us to the trade lists named 

by ou—307,517 names; to be delivered in lots 

o .000 each, one lot each week until the lot 

is finished ; the first lot to be delivered on the 

24th inst. Very ray > 


0 GUDE & co Gro. P. ROWELL & Ce. 
. J. bs 4 Advertising rates in PRINTERS’ INK 
General Advertisers, are 50 cents a line, or $100 a page, 


113 Sixth Ave., New York City. | cach issue, 


Eeep your eye on our advertisements. 





| 





PRINTE 


T'S BOOMING! 


The April number now ready of 


THE KINGS’ JESTER. 


It’s better than its predeces- 
sor, and here is what the public 
say of that : 


E. D. Gibbs, Advertising Manager of the 
National Cash Register Co., Dayton, Ohio: 

‘ By all the saints above, below, beneath and 
around, the Kines’ Jester is adandy! In the 
words of Francis Wilson it’s a James Dandy 
It’s a large, round, elegant, dyed in the wool 
— ation! It deserves success and will 
ce 


Mr. G. L. Gr&ves, Mana er of Orange Judd 
Co., New York City: t is the brightest 
thing of the kind I ‘ie seen, and I wish to 
subscribe for five copies for the coming 
year.” 


. & 
No. 1 
me ritsa 


Goodwin, 1215 Broadway, New York 
is very chic. Your journal surely 
100,000 edition for your No. 2.” 


New York World: “It is packed with 
poe and quaint sayings, odd expressions 
and novel ways of looking at things from an 
advertiser’s point of view. To anybody the 
amply illustrated paper is interesting bs 
those having advertising to do it is richl 
suggestive in the hints it gives of how “4 
catch the public attention when a trade an 
nouncement is to be made. To know what a 
man of mare | resources, a live, wide- awake 
agent of advertising really is, a_ glance 
through the pages of the JesTer is all that is 
necessary.” 


Boston Traveller: “ An originality of hand 
ling that would convince any advertiser who 
wanted a novelty that Messrs. King could | 
supply it in unlimited C eed dished up in 
most attractive manne 


Detroit Free Press: It is exceedingly 
bright and suggestive, and contains a variety 
of good illustrations. The field is one that 
has long been open to preemption, but it 
ne before seems to have been fully occu- 
pied.” 


Philadelphia Item; “This new and spark 
ling monthly is profusely illustrated, most of 
the pictures being telling hits at por yular 
forms of advertis ng. It is full of clever 
jokes, which are really new ones, and the 
short sketches are very readable.” 


15 cents per copy; $1.00 per year. 


HERBERT BOOTH KING & BROTHER, 


202 Broadway, New. York. 


RS’ INK. 


Sunday School Times, 
PHILADELPHIA. 
Presbyterian. 
Lutheran Observer. 
National Baptist. 
| Christian Standard. 
Presbyterian Journal. 
Epi d Church Messenger 
Episcopal Recorder. 
E ristion Instructor. 
| Christian Statesman. 
| Christian Recorder. 
Lutheran. 


BALTIMORE. 


Baltimore Baptist. 
Episcopal Methodist. 


A Surprise 


Sed in talking to an advertiser. 
He said : “ You needn't talk The Sunday 
School Times to me. I know it better, 
probably, than you do. I have studied 
it for years, always carry it with me to 
|read at leisure times. Here it is,” and 
he took it from his coat pocket. He isa 
prominent New York business man. 

On a train to the West recently the 
| writer saw a man on the Pullman read- 
ing The Sunday School Times. Later 
on found he was the head of a large 
| general store. Had been on to New 
York buying goods and had The Sun- 
day School Times re-mailed to him 
| from his home. “ It is indispensable to 
| me, ” was his comment. 
| We talked with a business man who 
lis at the head of a large real estate deal 
in Philadelphia. He pulled The Sunday 
School Times from his side pocket, with 
the remark: ‘‘ This is the paper you are 
talking about. I carry it with me.” 


| There are 155,500 COPIES of THE 
SUNDAY SCHOOL TIMES thus studied 
every week by men and women actively 
engaged in Sunday school work. 
The advertising rate is low. Write to 
us about it. 
One 
Price 
Advertising 


Without Duplication 
of Circulation 


HOME 4 BEST 
JOUPNALS WEEKLIES 


Every Week 
= 





Over 260, o00 Copies 


Religious Press 
Association 
Phila 

















PRINTERS’ INK, 


110K 
proven nol 


(moc mma) 





It is with no dis- 
guised pride that the 


SATURDAY BLADE of 


COPIES 


WEEKLY. Chicago accepts the 











credit of being the 
most phenomenal newspaper success of the 
age, and of having a larger circulation than 
any other Weekly Newspaper published in 


America. 


300,000 Copies Weekly 


Is the combined circulation of the CHIcAGo 


LEDGER and SATURDAY BLADE, proved each 
week by P. O. receipts, cash receipts from 
sales and subscriptions, and also by paper 
used. 


“SCHICAGO.= 
Any advertising 


contract cancelled at Chicago Ledger. 


any time at pro rata 100,000 weeny. 
: 50c. PER LINE, NET’. 
rates. | soo pee ume, sem. | 








PRINTERS’ INK. 

















Copyright by 8. C. Beckwith. 


Men Who Are Posted 


Will tell that the latest news from Oregon confirms the fact, 
that Portland does the heaviest trade of any city in the 
United States, of the same population, as the following 
figures attest : 


1888, $90,900.00 
1889, $1 15,000.00 


1890, $131,550.00 











To cover this territory thoroughly, an advertiser need 


only use 


The Portland Oregonian 


The Oregonian for upwards of 40 years has been 
a leader and a medium of enormous power, more largely 
and religionsly read to the square inch than any newspaper on 
the globe. In fact there is “ No parallel case of a single news- 
paper having so large a field of circulation—about 1,000 miles 
square.” 
SAMPLE COPIES AND ANY FURTHER INFORMATION FURNISHED UPOW APPLICATION TO 








48 Tribune Building, a AA oo 
revere” {/*S+C* BECKWITH- | 
509 ‘‘ The Rookery,” i SOLE AGENT FOR FOREIGN ADVERTISING ; 
6L 9+ 2 ——__-9 -- ¢_—__ > 2—| 


CHICAGO. 














PRINTERS’ INK, 


ADVERTISE a 





Boston, Jan. 22, 1891. 


Tue Gannett & Morse Concern, Publishers, 
Augusta, Maine. 
GENTLEMEN :— 

From my experience I| find “Comfort” is 
indeed a great paying medium for advertisers. 
It is Comforting to know that when other papers 
fail to pay there is one that will make up for 
losses. The fact that I changed my 8 line advt. to 
a 20 line one and then put in a 70 line additional 
ad. ought to be sufficient evidence that by adver- 
tising in Comfort, an honest advertiser will get good 
returns. Respectfully yours, 

NUMISMATIC BANK. 


M. V. B. 





PRINTERS’ INK 





OVER 50,000 ADVERTISERS 


will receive PRINTERS’ INK for May 
6. We shall send sample copies of 
this issue to every name in the new 
edition of the American Advertiser 
Reporter year book. 

This will be 


A GOOD OPPORTUNITY FOR PUBLISHERS 


to bring the merits of their publi- 
cations to the notice of advertisers. 
There will be no advance in our 
rates for this special edition. Ad- 
vertisements will be accepted at 50 





cents a line or $100 a page. 
Copy must be in our hands by 


April 29. Address orders for space 
to 


GEO. P. ROWELL & Co., 
PUBLISHERS OF PRINTERS’ INK, 
10 Spruce STREET, N. Y. 
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PRINTERS’ INK, 


THIS INTEKESTS ~ ~ ~ ~ 


Printers’ INK has been called a little school- 
master in the art of advertising. It is calculated 
to make more liberal as well as more judicious 


advertisers of business men. 


Any newspaper publisher who thinks it would 
be beneficial to have this paper reach his local 
patrons regularly may subscribe for a limited num- 
ber of copies to be forwarded to them regularly 


with his compliments. 


We will accept in payment for such subscrip- 
tions the insertion of an advertisement of Gro. P. 
Rowe.t & Co’s Advertising Bureau at the pub- 
lisher’s schedule rates, without discount or com- 
mission. 

Publishers wishing to avail themselves of this 
offer may address Printers’ INK, 10 Spruce St., 
New York, stating the number of subscriptions 


desired. 
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PRINTERS’ INK. 


Wha the ¢\ ELMIRA TELEGRAM 








Has Accomplished for One Advertiser. 


THE OFFICE FLOODED WITH REPLIES -OBLIGED TO TRIPLE THE 


STENOGRAPHIC FORCE AND Every CWE Kept Busy as 


What a Practical Advertiser Has to Say Re- 
garding the ** Telegram,” 
To the Editor of the Eimira Telegram : 

Within two months the Central American Land Colonizc 
tion and Mining Company, of which I am the secretary, has 
climbed from obscurity to the topmost round of fame. With 
a unique plan of organization, surrounded by an appetizing 
mystery, it was but natural that people should make inquir 
ies regarding the wonderful find of Delos Higgins in Central 
America; but it was due to the published account in the 
TELEGRAM descriptive of the mineral wealth of Central 
America, the salubrity of its climate, its great natural advan 
tages and the importance of this movement, which is headed 
by leading business men of this city, that the world became 
interested in the undertaking. The very next day after the 
publication of the article the office of this company was 
flooded with inquiries and the flow has been continuous. At 
first the letters came from near-by towns, but gradually the 
circuit became increased until request for information and 
subscriptions to stock were pouring in from every State and 
Territory and from Canada as well. It was necessary to 
increase our office force, until three stenographers and a 
clerk were at work, busy as bees, from morning until night. 
The advertisement led to the sale of considerable stock in 
the hustling, coming metropolis of the gulf coast, Corpus 
Cristi, Tex. There is a bond of sympathy between the people 
of that city and this company, for the reason that our inter- 
est in the development of Central America is mutual. The 
construction of the Pan American Railway through Central 
America to South America, from Corpus Cristi, means pros- 
perity for both that city and this company. It will probably 
be a source of gratification to you to know that we have re- 
ceived and answered something like 2,500 letters, the writing 
of which was inspired by the article in your paper. We re 
ceived ten times the benefit from your advertisement that 
we did from the same space in papers claiming one-half the 
circulation of the TELEGRAM. I confess we were astonished 
to find that any paper in the country wielded so large an in- 
fluence. Wiiu1amM H. REYNOLDs, Secretary. 

HORNELLSVILLE, N, Y., April 3d, 1891. 


wm 


iM 


The Elmira Telegram has a “known circulation” of over 
and is a pretty good Advertising Medium, so they say. f 7 0,0 0 0, 


Yours truly, A. FRANK RICHARDSON, 





